Abstract
INTRODUCTION
The era of BBC and The Times has changed because we no longer depend solely on them for source of information. This is a world where people are directly engaged social media and have become media themselves. People now share their thoughts, ideas, insights, perspectives and opinions through various types of online services including images, text, audio or video. The upsurge of social media has fascinated many businesses towards itself. Brennan and Schafer (2010) Social media has become the novel trend of this business era. It is the intermediate, which outshines the conventional intermediary and connects the companies directly with the consumers. This is the reason that whether it be giants like IBM and Starbucks or local burger shop; almost every business in this world is referring towards social media marketing. A few years ago, businesses were abstruse about social media networks. However, nowadays, companies have comprehended the importance of this new medium of marketing which is rapidly growing. The world has become technology driven where social networking is the new avenue for sellers to extend their campaigns to an enormous population of consumers.
Social Media Marketing is the new approach to communicate with the consumers. It is a well-known fact that method of communication is being Dokuz Eylül Üniversitesi İktisadi ve İdari Bilimler Fakültesi Dergisi Cilt:33, Sayı:1, Yıl:2018, ss. 217-234 219 shifted from one way to two way through technology. Social networking sites are the rising platform for marketers to target their potential customers.
Firms can get insights of the users of Social Networking Sites (SNS) by investigating SNS users for marketing purpose. In order to observe integration level of social networking sites into the lives of users, researchers have attempted to cultivate measures to social media use intensity (Maree, 2017) . Flagler (2011) argued that social media marketing should progressively be executed into the marketing plans of a firm instead of being considered as a replacement. He further stated that inclusion of social media marketing with other marketing tools will lead to improved results for the companies.
LITERATURE REVIEW
Chen (2011) concluded in his study that there is considerable amount of evidence that customer's attitude towards a product is or a brand is affected by the online word of mouth. Chen (2011) further explained that many scholars are now paying attention and researching the influence of social media on products consumer decision-making, product sales and sales estimates. Not only this, but also the impact of social media marketing to the existing marketing strategy of the company.
The importance of social media can be realized with the low cost interactive and immediate communication between the consumers and the companies. In this era, internet communities, blogs and social media networks have become an important part of people's life. Their importance can be judged from the fact that these mediums act like an alternative tools of communications, which support the existing relationships and activities enriching the experience of users. In addition, augmented social media use has become a platform for brand nurturing which eventually affects the consumer's purchase decision (Miller, Fabian and Lin (2009) in Kim and Ko (2010) ).
Chu ( The emergence of social media, also known as consumer generated media has significantly changed the communication strategies and tools used to contact with customers. This type of media can be described as "new sources of online information that are created, initiated, circulated and used by consumers intent on educating each other about products, brands, services, personalities, and issues'' (Blackshaw and Nazzaro, 2004) .
Social Media can also be defined as "a group of Internet-based applications that build on the ideological and technological foundations of Web 2.0 and that allows the creation and exchange of user-generated content" (Belch, 2015) It is the advent of internet based social media due to which now possible that one person can communicate with thousands of people and provide them Dokuz Eylül Üniversitesi İktisadi ve İdari Bilimler Fakültesi Dergisi Cilt:33, Sayı:1, Yıl:2018, ss. 217-234 221 information regarding products, brands and companies. This is the reason that the communication among consumers is given importance in this era (Mangold & Faulds, 2009 has huge range of online word of mouth platforms which include discussion boards sponsored by the company, blogs, consumer to consumer email, chat rooms, consumer rating websites for products and services, moblogs, internet discussion forums and boards and social media websites.
Social Media Use
Previously, frequency of use and duration have been used as measure for social media use. Maree ( (2013). They also agreed to the argument that frequency scales are not sufficient as proof of people's social media incorporation in their lives.
Brand Awareness
Aaker (1996) defined brand awareness as the ability of a consumer to recall and identify or recognize a brand in various situations. He elaborated that brand awareness has two main determinants; brand recall and brand recognition.
Brand recall refers to recalling of name of a brand exactly while seeing a product category. On the other hand, brand recognition refers to the ability of consumers to identify a brand when given a clue about the brand. In other words, telling a brand name correctly if they see or hear any clue about it.
Furthermore, Hoeffler and Keller (2002) identified that brand awareness can be illustrated from two determinants; depth and width. Depth answers the question "how to make consumers recall or identify brand in an easy manner", while width refers to "when consumers purchase a product, a specific brand name comes to their minds at once". In case, a product has depth and width simultaneously, it means consumer will think of a particular brand while buying a product. This will lead to the conclusion that the brand awareness of that specific product is high. Apart from this, Keller (1993) stated that brand awareness affects purchase decision via brand association. He added that a positive image of a brand eventually helps in marketing activities.
The previous studies have discussed mainly about the communication of companies with consumers, however, the gap in the study is the question that does the social media can actually change the knowledge of consumers about brands. Do consumers really give importance to social media advertisements or not. Does social media marketing actually influences the awareness of consumers or not (Edelman, 2010 in Hutter, Hautz, Dennhardt and Füller, 2013) .
RESEARCH METHODOLOGY
Objective of this research is to study the impact of social media activities of social networking sites members; more specifically Facebook members, on the Cilt:33, Sayı:1, Yıl:2018, ss. 217-234 223 brand awareness. The study mainly focuses on finding the effectiveness of social media marketing. It aims to find how successful social media marketing is for making brand awareness in potential customers.
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Research Model and Hypothesis
The model shows the independent variable i.e. social media usage which has two dimensions; social integration and emotional connection (SIEC) and integration into social routines (ISR). This independent variable directly impacts the dependent variable i.e. brand awareness. Figure 1 shows the diagram of the research model. The research focuses to study the behavior of young consumers who come across ads of different products on social media. The research focuses on university students and study is conducted on small scale, therefore population for this research is for university students. Since Dokuz Eylul University is a large university, due to lack of time and resources, Dokuz Eylül University Dokuzcesmeler campus students are taken as a sample for the university.
Another reason for selection of Dokuzcesmeler campus as a sample of the research is the convenience of data collection keeping in mind the time and resource constraints. 100 students were selected on the basis of availability for data collection of the research. Primary data was collected by questionnaire survey method. Questionnaire was created and administered in the Dokuzcesmeler Campus area.
The questionnaire was first tested for validity and reliability. After the factor analysis, regression was run between the dimensions of social media usage and brand awareness to find the impact of social media usage on brand awareness.
Explanation of Scales
Since the study aim to explain the impact of social media activities of social networking sites members, two scales are used in the questionnaire. To measure social media integration, Social Media Use Integration Scale (SMUIS) which was developed by Jenkins-Guarnieri et al. (2013) The second scale aims to measure consumer awareness about the brands.
This study used the scale of Aaker (1996) to measure the brand awareness. It consists of 4 items encompassing recognition, recall, top-of-the-mind and brand knowledge. It is a seven point Likert scale. The items are as follows:
1. The decision-makers of our potential customers have heard of our brand.
2. The decision-makers among our potential customers recall our brand name immediately when they think of our product category.
3. Our brand is often at the top of the minds of the decision-makers in potential customer firms when they think of our product category.
4. The decision-makers can clearly relate our brand to a certain product category.
Data Analysis
Demographics
Out of total 100 respondents, 56 were male and 44 were female. Similarly, most of the students belonged to age group of 18-24 and were bachelors students. The Table 1 shows the number of participants from each age group with the current level of education. 
Normality and Validity of Scales
The data was first put into normality tests to find out that if the collected data is normally distributed or not. The results of Kolmogorov-Smirnov significance and Shapiro-Wilk significance ( Reliability for the items of SIEC activities variable comes out to be consistent. The Cronbach's Alpha value is 0.854 considering all the 6 items of the SIEC. The reliability for ISR was 0.800 taking into account all the 3 items given in Table 6 .
Similarly, Reliability for Brand awareness came out to be internally consistent as well. The Cronbach's Aplha for Brand Awareness is 0.872 out of its 4 items. This shows strong level of reliability for the data This study also implies similar findings and answers the research questions by showing positive relation between social media usage and brand awareness.
It suggests that the more consumers engage in social media, the more they get informed about brands. Social media marketing can be handy in recalling brands when consumers make purchases.
Limitations and Implications
The research is conducted on small scale in Dokuz Eylul University, Izmir, Turkey. The sample size is 100 respondents. Therefore, results cannot be generalized. This study can be improved by encompassing a bigger sample and targeting a bigger population to test the relationship between social media tools and brand awareness. Since the sample was a university, all of the respondents were students and most of them belonged to the age group between 18 and 24.
The study can be further investigated by including more percentage other age groups as well. Similarly, the social media incorporated in this study was
Facebook. Other forms of social media can also be incorporated to improve the results of the study.
